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Advertisement, an effective way to portray brand image, is also important 
source spreading the enterprises' culture. A well-expressed product information 
together with the enterprise's culture can help to construct special brand symbols. 
Researching advertisements from home and abroad shed lights on cultural 
differences, which is also demonstrated clearly in advertisements targeted at different 
markets made by the same brand of the West. 
This research collects 33 pairs of 66 such advertisements, each pair of which is 
made by the same adverting agency of the West. So each pair provides us with high 
value of comparability in terms of originality, forms of expression and story themes. 
The research indicates the advertisements shares remarkable similarities with each 
other within each pair, which can be easily seen in the advertisements' backdrop, 
figure, stage property, language and motion.  
The research applies analysis method of semiology in comparing advertisement 
works to outline cultural differences between the East and the West. Interviews are 
designed for 10 Chinese students on 5 pairs of scripts of relevant advertisements and 
use reader response approach to interpret the scripts of advertisements.  
This research draws its conclusion from various angles of family relationship, 
physically/mentally, the concept of education etc. Using analysis of semiology and 
interview make it easier to understand the causes for the cultural differences of 
advertisements.  
The advertisements targeted at Chinese market is made out of the West's 
stereotype image of Chinese culture. This research refers to the response of readers 
to better understand Chinese audience's reaction at the level of culture and 
psychology and then evaluate the effectiveness of the advertising information. It is 
expected that this research can promote the efficiency of multinational corporations' 
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图 1.2 阿迪达斯 2008 北京奥运会广告 
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